ABSTRACT
INTRODUCTION
Supermarket diffusion in developing countries has occurred in three waves, so far, starting in the 1990s with much of South America, East Asia (outside China) and South Africa. This was followed by a second wave in the mid-to-late 1990s, including Mexico, Central America and much of Southeast Asia. In the late 1990s and early 2000s, a third wave hit China, India and Vietnam. According to Thomas Reardon, a professor at the Department of Agricultural, Food and Resource Economics at Michigan State University, Bangladesh is part of a fourth wave that just barely has emerged in the last few years. The American researchers feel & it is likely that the diffusion of supermarkets will be quite slow for the fourth wave, compared to the first three waves. The reason is that the key socioeconomic changes necessary for a change in the retail environment are happening in Bangladesh at a pace much slower than, for example, in India. These changes are acting as a driving force behind supermarket diffusion including increasing urbanization, increasing number of women working outside their home (which leaves them with less time for shopping of essentials), and increasing incomes per capita.
Supermarkets dominate food sales in developed countries and are rapidly expanding their global presence. supermarkets have been flourishing in developing countries, especially throughout Latin America (Reardon et al. 2003; Codron et al. 2004; Traill 2006) .Now, supermarkets control 50-75 percent of the retail food industry in countries such as Brazil and Costa Rica (Reardon, Timmer, and Berdegué 2004) . supermarkets have also been spreading from metropolitan areas to semi-urban and urban-slum areas and have evolved from providing highprice luxury food items to supplying massively produced cheap canned and processed foods (Hu et al. 2004; Neven and Reardon 2004; D'Haese and van Huylenbroeck 2005; Reardon, Berdegué, and Timmer 2005; Neven et al. 2006) . Currently, supermarkets are no longer shopping places for only upper and middle class households but also for relatively poor households (Hu et al. 2004; Traill 2006) .
The rise of supermarkets in developing countries has received considerable attention in the development economics literature over the past few years (Reardon et al. 2003) . That literature shows that (1) supermarkets are spreading quickly in urban areas; (2) supermarket chains are modernizing their product procurement systems, differentiating them from those used by traditional retailers and wholesalers. In the late nineties and early 2000, a few supermarkets have sprung up in Dhaka. Foremost among them are Agora, Meenabazar and Nandan. They can be called big departmental shops or mini supermarkets. But they also provide retailing of fresh fruits, vegetables, meat and fishes. Such markets are located only in Dhanmondi and Gulshan areas. Generally, people in higher income bracket are the customers (A M M Shawkat Ali, 2004). At present, people in mid income level also become the customers of supermarkets. Now supermarket spreads rapidly all over the country. Also peoples are more interested to go supermarkets. Shopping environment is one of the main reasons of interest in supermarkets. Another reason is that all products are available in one place and it reduces time and labor of the peoples. This paper estimates the customer perception about supermarkets and also estimates which factors are responsible to satisfy the customers of supermarkets in Bangladesh.
OBJECTIVES OF THE STUDY
The article has the following objectives:
i.
To estimate the customer perception about supermarket in Bangladesh.
ii.
To estimate the customer satisfaction on price and demand of different products of supermarket in Bangladesh. \
iii.
To determine which factors are responsible to satisfy the customers of supermarket in Bangladesh.
LITERATURE REVIEW
The first wave of supermarket diffusion occurred in richer countries in Latin America. The second wave followed in East and South-East Asia and Central Europe, and the third in small or poorer countries of Latin America, Asia and Southern and then Eastern Africa. The fourth wave is beginning to affect South Asia and Western Africa. Major food retailing companies in the UK are increasingly moving away from building large superstores and are investing in convenience food stores and middle sized supermarkets (Hunt, 1997) . Moreover, 73.2% of the consumers consider supermarkets as the retail channel providing the best overall experience for food shopping (Orgel, 1997) . The trend of the middle sized supermarkets holds true for most European countries with supermarket as the main shopping destination in most of Europe, except in France, Portugal and Greece (The European, April 6, 1998). Specifically, the Spanish trends in food retailing companies reveal the waxing fortunes of supermarkets and the wane of corner-shops and convenience shops (Pau and Navasmés, 1998) .
Given this new trend, one would expect retailing companies to put their hopes for growth in supermarkets. Research findings reveal that the main reasons for choosing this format of food retailing are price (35.2%), location (19.7%), quality (18.8%) and variety (13.1 %) (Orgel, 1997) . While price, quality and variety can be changed to deal with competitors' policies, the same cannot be said of location which, to all intents and purposes, represents a fixed one-time investment of a unique, unchangeable nature. Goldman (2000) was one of the first to identify consumers' "selective adoption" of supermarkets, whereby "consumers who regularly shop in supermarkets continue to purchase fresh food in traditional outlets"; these findings echo those of others showing continued retail diversity even where supermarkets have expanded most. In recent work in Vietnam, Cadilhon et al (2006) anticipate strong growth of supermarkets (from a base of only 2%) but suggest that "policy makers should not promote the 'modernization' of food systems at the expense of traditional channels, which meet important consumer needs". Maruyama et al (2007) also see strong growth, but cite serious challenges for supermarkets in lowering their prices and enhancing their locational convenience, both of which are key factors for the great mass of consumers in Africa and Asia.
METHODOLOGY

Target Population
The target population of our study is the whole customer class of supermarket living in Dhaka city of Bangladesh.
Sampling Units
The sampling units are classified according to different supermarkets. Different supermarket such as Agora, Meena Bazar, Prince, Shwapno, Dhaka Bazar, Carrefamily and G-mart are primary sampling units.
Sampling Elements
An element is the object about which or from which the information is desired. The individual customer of different supermarkets is our sampling element.
Sampling Design and Data Collection
Basically, a sort of randomness is used in our study to collect primary data. Primary data are collected from different supermarket customers who utilize the markets. To collect data, we first built up a well structured questionnaire. A pilot survey was conducted for checking the appropriateness of the questionnaire. Afterwards, we collected data by using personal interview method. Students of BBA program of Bangladesh University of Business and Technology ( BUBT) were involved in data collection (January 2012) as a part of their study. At first the investigator (i.e., students) were well trained up and then they collected different information about supermarket from 290 respondents who buy the products from different supermarkets such as Agora, Meena Bazar, Prince, Shwapno, Dhaka Bazar,Nandan, Carrefamily and G-mart in Dhaka city.
Analysis and Reporting
The statistical package for the social science (SPSS) windows version 17 and Microsoft office package Excel-2007 were used to analyze the data.
Limitations of the Study
There is no concrete list of customers belonging to the population; we collected data randomly in the beginning of a month in different locations of Dhaka city. We also used logistic regression to determine which factors are responsible for customer satisfaction of supermarket in Bangladesh.
Results and Discussions
Factors are responsible to select the type of shop: Customers decision on buying a product depend on many factors such as price, location, staff etiquettes, store cleanliness, availability of almost products, etc. From Table 1 , we may conclude that out of 290 respondents 210 (72.41%) consider availability of all products is the main factor in selecting the type of shop and staff etiquettes has less impact to take a decision from where he/she shops. Reasons to go for supermarket: Table 2 represents the reasons for going for Supermarket. From these results, we can conclude that out of 290 respondents 155 (53.45%) respondents go to supermarket for the simple reason that almost available in a small area. Also, we observe that economizing on time is the main reason for going Supermarket. This indicates that people have a tendency to spend less time on shopping. In supermarkets, the price of the products is fixed i.e., there is no chance of bargaining. For these reasons customers also prefer supermarkets. Satisfaction on shopping in supermarket by gender of the respondent Figure 2 , presents the level of satisfaction on shopping in supermarket scenario according to gender of the respondents. We have found that among 290 respondents 174 (60.0%) respondents are male and 116 (40.0%) are female. Among 290 respondents 50.3% male respondents are satisfied with shopping in supermarkets. On the other hand, among 290 respondents 33.4% respondents are satisfied with shopping in supermarkets. 
Satisfaction on shopping in supermarket by education level of the respondent
From the results of Figure 3 , we can conclude that among 290 respondents 39% educated respondents are satisfied with shopping in supermarkets. Also, among 290 respondents 43.8% higher educated respondents are satisfied with shopping in supermarkets. These results indicate that educated people prefer supermarkets. 
Satisfaction on shopping in supermarket by monthly frequency of visits to Super Market of the respondent
From Figure 4 we observe that most of the people go to supermarkets two to five times in a month. Among 290 respondents 116 (40%) respondents go to supermarket two to three times in a month and 79 (27.2%) respondents go to supermarkets four to five times in a month. 
Time to go to Supermarket
Now-a-days, people are busy with different activities. Shopping is an essential activity in our daily life. We know that people are busy for office, business etc, before 4 pm. Normally, people who are employees in different organizations go for shopping after 4 or 5 pm in our country. Our study also indicates that among 290 people 116 (40%) people prefer to shop between 3 pm to 8 pm ( Figure 5 ). 
Price of the product in supermarket
From Figure 6 we can conclude that out of 290 respondents 175 i.e., 60.3% respondents say that those prices of luxury-products are higher in supermarkets. Only 4 (1.4%) respondents say that all the products available in supermarkets are not high compared to other markets. Most of the respondents in our study say that some of the products' price is higher in supermarkets, in spite of higher price of products people go for shopping in supermarkets because other benefits outweigh the price disadvantage.
Logistic Regression
In order to estimate the satisfaction level of a customer of a Supermarket, we consider a multiple logistic regression model which takes up the satisfaction level as the dependent variable and customer's age, sex, education level, monthly household income and monthly household expenditure, monthly frequency of visits to supermarkets, availability of all consumer products, prices of products as independent variables. The reason behind the use of logistic regression model is that the outcome dependent variable -satisfaction status is dichotomous in nature. The logistic regression model can be used not only to identify risk factors but also to predict the probability of success. This model expresses a qualitative dependent variable as a function of several independent variables -both qualitative and quantitative (Fox, 1984) . X is an explanatory variable and i  's are the regression coefficients.
Therefore, we can write
Now if we take natural logarithm of the equation (4), we get
The equation (5) is known as simple logit regression model. Here
given in (4) is simply the odds ratio and the term i L given in (5) is known as logodds. On the basis of the results of -2 Log Likelihood and Likelihood Ratio Tests given in Table 3 , we observe that the model is well-fitted. The results of the logistic regression model are shown in Table 4 . From Table 4 , we may conclude that age has positive impact on satisfaction status of shopping from supermarkets. One of the reasons behind that is now the people don't like bargaining. They think that through bargaining they are able to give fewer amount to buy a product. We observe that educated people are satisfied with the performance of supermarkets, but higher educated people are not satisfied with the performance of supermarkets in our study. Income level is an important factor to measure the level of satisfaction on supermarkets. It has positive impact on satisfaction level. Expenditure is also another factor to measure the level of satisfaction on supermarkets. Gender (male) of the respondents is positively related to the dependent variable. Availability of all products in supermarkets improves the satisfaction level. Table 4 also indicates that satisfaction on supermarkets also depend on how many times a customer goes to supermarkets in a month. We observe that among the customers of supermarkets those who go to supermarkets two to five times in a month are more satisfied than those who go to supermarkets more than five times in a month. This means that if the frequency of visits to supermarket decreases, the satisfaction level also decreases. Hence we may conclude that supermarkets make life easy, which is positively related to the satisfaction on supermarkets. We may also conclude that the high prices of the products result decrease in the satisfaction level on supermarkets. On the other hand, reasonable price of the product of supermarkets increases the level of satisfaction with regard to supermarkets.
CONCLUSIONS
It is impossible to give a limit to satisfaction level within a boundary. Level of satisfaction differs from person to person, as no two human beings are identical. But there are some common factors which can determine the overall level of satisfaction of the customers of supermarkets. Being satisfied with supermarkets means a customer's positive attitude towards the supermarket from where he or she is shopping. If one is satisfied by shopping from his/her supermarkets, he/she will shop more from supermarket to achieve maximum satisfaction on supermarkets. Satisfaction on supermarket of individuals may be high or low. This dimension of satisfaction on supermarket depends on the different elements such as age, gender, education level, income and expenditure, number of monthly visits to Supermarket, availability of (almost) all necessary products and price of the products etc. If most of the customers are not satisfied in shopping with, it indicates that the supermarket is not serving its purpose to the customer.
